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The man who insisted in 1929 that 
every family would own two auto- 
mobiles is now making plans to cap- 
ture the two-electric-clock market. 


*, Vv 


A big advertising agency is going 
to require circulation statements 
with all space-bills, to avoid delays 
in collecting rebates on circulation 
guarantees. And under this arrange- 
ment every publisher will be his own 
A. B. C. auditor. 
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The new Dr. West waterproof 
tooth-brush is “sealed in glass.” This 
brush will be famous not because it 
is waterproof, but because it is 
thumb-proof. 
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The models pictured wearing the 
new H S & M clothes could make 
any football team in the country— 
unless they had to take their coats 
off. 
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The National Electric Cookery 
Council officially disclaims any in- 
tention of injuring the gas business. 
Now if the electric refrigerator man- 
ufacturers will adopt a resolution dis- 
claiming any intention of injuring 
the ice business, the diplomatic re- 
quirements will have been fully com- 
plied with. 
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The real complication is going to 
come when Sam Insull, of the Peo- 
ple’s Gas Light & Coke Company, 
catches Sam Insull, of the Common- 
wealth Edison Company, persuading 
one of the People’s Gas Light cus- 
tomers to substitute an electric range 
for the gas-operated one she has been 
using. 
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The gentleman who originated the 
idea of collecting $2 from each of 
a large number of advertising agen- 
cies for “misdirected engravings” 
turns out to have had agency ex- 
perience. He was so clever at mak- 
ing a touch that he must have been 
in the contact department. 
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The “misdirected engravings” 
racket has been discouraged by the 
Dominion of Canada, which is fur- 
nishing board and lodging for its 
originator for the next two years. 
The idea is to persuade him that his 
sales talents were misdirected. 
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Lever Bros. have figured out a way 
to get 6,000,000 kids to agree to 
wash regularly—with Lifebuoy. This 
is not merely a triumph of merchan- 
dising—it’s a miracle. 
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Publicity by means of captive bal- 
loons, sky-writing, fire-works, etc., 
should be covered in the new defini- 
tion of advertising, Funk & Wagnalls 
suggest. And by all means include 
that good old advertising medium, 
the sandwich-man. 
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Just as the “spring, joyous spring” 
advertisements arrived in the Middle 
West, a fifteen-inch snowfall arrived 
too. Advertising managers are go- 
ing to have a lot of explaining to 
do to get around that. 
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“Has new goodness this Easter.” 
And there’s no better time for 
goodness than Easter. 
Cory Cur. 


Ready for Epoch-Making Sales 


Effort; 


Definition Contest Will Close March 31 


GENERAL MOTORS 
IN STUPENDOUS 
SALES ASSAULT 


To Attack on 55 Fronts with 
Vast Exhibits 


Detroit, Mich., March 25.—Her- 
alded as the largest concentrated 
sales drive ever attempted in this 


NATIONAL EXHIBITS 
CENERAL MOTORS 
PRODUCTS 


APRIL 2-9 * ADMISSION FREE 


Symbol used in copy and at the 
exhibits. 


country, the National Exhibition of 
General Motors Products will be 
launched in 55 cities April 2, run- 
ning for one week. These trading 
areas have a population of 77,000,- 
000 people. 

General Motors is consolidating 
some units. Sales of Buick, Oldsmo- 
bile and Pontiac cars will be merged 
under the directicn of I. J. Reuter, 
now general manager of the Oakland 
division. R. H. Grant is vice-presi- 
dent in charge of saies. 

Ten consecutive four-color pages in 
The Saturday Evening Post, out 
March 29, will be followed in rapid 
succession by advertising in news- 
papers, radio, direct mail and out- 
door. 

The radio Parade of the States 
April 4 will be converted into a 
musical circus, with time increased 
to a full hour. All General Motors 
units employing radio during the 
week will feature the exhibitions. 
Dealers will use minute spot an- 
nouncements, three a day, for nine 
days, starting March 30. 

Direct mail will start with the 
dispatch of a kit of 18 promotion 
pieces to each dealer, followed by 
formal invitations to suppliers of 
material, stockholders and dealer 
prospect lists. Approximately 3,000,- 
000 mailing pieces will go out during 
the shows. 

More than 2,000,000 eight-page 
souvenir rotogravure newspapers 
telling the story of General Motors 
will be distributed to visitors. 

The exhibits will embrace not only 
150 models of General Motors cars, 
but its automotive accessories, house- 
hold appliances, and water and light- 
ing systems for farms. 


Chicago, March 25.—To speed up 
adjustments between the rate paid 
and that actually earned, Lord & 
Thomas and Logan notified general 
magazines, farm papers and trade 
papers March 21 that invoices must 
hereafter be accompanied by circula- 
tion statements for the previous 
month. 


For instance, bills for advertising 
in May issues must be accompanied 
with a report of circulation, presum- 
ably sworn, of the April issue. 

Heretofore, adjustments have usu- 
ally been made every six months, on 
release of figures by the Audit Bu- 
reau of Circulations. These figures 
are not available until several 
months after the period they cover. 

William R. Sachse, general comp- 
troller of Lord & Thomas and Logan, 
who signed the letter to publications, 
said the new policy will help elimi- 
nate the banking function from the 
agency’s business and simplify rela- 
tions with clients. 

The announcement caused consid- 
erable discussion among agencies 
and publishers. One media director 
pointed out that it will be difficult 
for many magazines of large circula- 
tions to give complete circulation 
figures on such short notice. The 
request is likely to prove especially 
embarrassing to those with large 
newsstand sales. 

Another media director expressed 
himself as sympathetic toward the 
new policy. 

“As an example of its justice,” he 
said, “one large magazine fell con- 


Big Agency Demands 
Circulation Report 


With Each Invoice 


siderably below its guarantee in July, 
August and September of 1931. A.B. 
C. figures for this period were not 
available until February, 1932, and 
it was not until that month that 
agencies obtained refunds. 


“The adjustment amounted to 
about $300 per page per month, mak- 
ing about $1,000 of each client’s 
money out on loan for six months 
without interest. Both advertiser 
and agency have a right to object to 
this long delay though it must be 
admitted that the incident cited is 
the exception and not the rule.” 

The notification of Lord & Thomas 
and Logan to publishers said: 

“As the Audit Bureau of Circula- 
tion reports on national and trade 
publications are considerably delayed 
—from six months to one year—it is 
essential that we receive immediately 
an up-to-date report of your circula- 
tion direct from you as soon as com- 
piled. 


Report on Circulation 


“Our policy, effective at once, is 
that no payment is to be made to 
your publication for any advertising 
in the subsequent month unless your 
report covering the circulation of the 
previous month’s issue has been sub- 
mitted with your bill covering the 
advertising in the subsequent month. 

“In other words, any advertising 
in your May issue will not be paid 
unless your bill for advertising in 
the May issue is submitted to us to- 
gether with a report of circulation 
covering your April issue.” 


Last Minute 


being advertised. 


of March 31. 


News Flashes 


Are They Listening?”—A. N. P. A. Answers 


New York, March 25.—“Are They Listening?” gives the results of a 
radio survey by the American Newspaper Publishers Assn. 
18.5 per cent of 27,637 radio owners not at home; 47.6 per cent of radios 
turned on at a given hour; 8 of 100 homes able to identify the product 


it reports 


Chicago Radio Account Changes Hands 
Chicago, March 25.—The radio account of Montgomery Ward & Co. 
returns to Lord & Thomas and Logan March 28. 


Bernarr Mactadden’s Son-in-Law Dies in Crash 

Edinburg, Texas, March 25.—En route to Los Angeles to become Coast 
representative of the Macfadden Publications, Louis I. Muckermann, son- 
in-law of Bernarr Macfadden, was killed in an automobile crash. 
ried Byrnece Macfadden last August. 


He mar- 


J. F. Woodruff Leaves Campbell-Ewald 


Detroit, Mich., March 25.—J. Fred Woodruff, vice-president, secretary- 
treasurer and general manager of the Campbell-Ewald Co., has resigned as 


Hormel Invades Canned Soup Field 
Austin, Minn., March 25.—Geo. A. Hormel & Co. will enter the canned 


soup field with a 15-cent line. The present leading brand sells for 10 cents. 


THOMAS ISSUES 
CALL FOR MORE 
CONTESTANTS 


‘Not Too Late to Win,”’ Says 
Chairman 


Los Angeles, Cal., March 25.—All 
entries in the contest sponsored by 
ADVERTISING AGE to develop the best 
possible definition of advertising 
will be accepted if they are post- 
marked not later than March 31, 
Don Thomas, chairman of the com- 
mittee in charge, announced. 


While a large number of entries 
have been received, Mr. Thomas is 
anxious that those who have neglect- 
ed to send their own definitions do 
so. They have as much chance to 
win as others, he believes. 


Entries should be sent direct to 
Mr. Thomas, who is executive sec- 
retary of the All-Year Club of South- 
ern California, at 1151 S. Broadway, 
Los Angeles. They will be judged 
by a distinguished committee of 
presidents of advertising organiza- 
tions. A trophy will reward the 
winner. 


Recent entries have been clever 
and forceful as well as numerous. 
The following were included: 


Andrew M. Heath, The World’s 
Work, New York: “Advertising is 
the force that shapes opinion for a 
commercial advantage or sells some- 
thing with the use of the written or 
spoken word, pictorial suggestion, 
or other instrument; also, the instru- 
ment so used, such as an advertise- 
ment in a newspaper or magazine, a 
sponsored broadcast, a poster, a win- 
dow display, and many other forms.” 


Other Definitions 


Richard J. Eckart, New York: 
“Advertising is the oral or visual 
message of an organization which 
intends to inspire the listener or 
reader with enthusiasm for the 
product, service or function of that 
organization.” 

W. F. Roderick, John M. Branham 
Co., Chicago: “Advertising is the 
application of the force of publicity 
to the sale of commodities or serv- 
ices by increasing the public’s knowl- 
edge and desire for the items speci- 
fied therein.” 

W. E. Cline, Cline & Smith, We- 
natchee, Wash.: “Advertising is the 
selling of an idea through any meth- 
od other than personal salesman- 
ship.” 

Harry Clatfelter, Peoria, Ill: 
“Advertising is the business of cre- 
ating wants—and telling people 
how and where to supply them.” 

Joseph N. Kory, Denver: “Adver- 
tising is the modern allure, which 
informs the people that you have 
something for sale that the people 
want.” 

Wilbur Jones, Chicago: 
tising is paid publicity.” 

Harry A. Groesbeck, Jr., Walker 
Engraving Corp., New York: “Ad- 


“Adver- 
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ADVERTISING AGE 


March 26, 1932 


vertising is the publication of an 
appeal.” 

Joe Ramey, Monroe, La.: “Adver- 
tising is calling favorable public at- 
tention, to a name, product, service 
or event, through any means; public 
netice.” 

Herbert H. Klein, Cleveland: “Ad- 
vertising is an understandable mes- 
sage making impression or creating 
desire for the thing advertised.” 

Roman Baltes, cartoonist, Sleepy 
Eye, Minn.: “Advertising is the art, 
science and business of appealing di- 
rectly to either potential or existing 
forces of human wants, in creating 
a demand for specific products or 
services through any or all mediums 
of ‘making known.’” 


“Louder and Funnier,” 
Say “Judge’s’” Buyers 

A group of Judge employes have 
bought the magazine following its 
legal troubles. Fred L. Rogan, for- 
mer president; Jack Shuttleworth 
editor, and Richard J. Walsh are 
among those interested. 

Mr. Rogan said Judge will con- 
tinue as heretofore, except that it 
will be louder and funnier. 


“Game & Gossip” Appoints 
Three Representatives 


Game € Gossip Magazine, Los An- 
geles, has appointed three new rep- 
resentatives. They are Albro C. 
Gaylor, New York; F. E. M. Cole, 
Chicago, and Lincoln Dellar, San 
Francisco. 

C. Ellsworth Wylie, advertising 
director, has moved his headquarters 
from San Francisco to Los Angeles. 


Caples Gets Resort 


The Norfolk-Portsmouth Chamber 
of Commerce has appointed the 
Caples Company, New York, to 
handle its resort and industrial ad- 
vertising. 


Heath with Studios 


N. B. Heath has become vice-presi- 
dent and manager of Pictorial 
Studios, Detroit, headed by Walter 
Stewart. 


Plan “Toledo Tribune” 


Harold C. Place will start the 
Tribune as the fourth paper in 
Toledo. 


Rogers Barred 
from Own Mark 
in Philippines 


Washington, D. C., March 25.—The 
importance of registering  trade- 
marks in the Philippine Islands was 
again emphasized when the Supreme 
Court of the United States held that 
the Federal Trade Mark Act of 1905 
was not intended to displace the 
Philippine statute as far as local 
commerce is concerned. 

By the decision, the American 
Trading Company and Wm. A. 
Rogers, Ltd., are restrained from 
selling silverware marked “Wm. A. 
Rogers” in the Philippine Islands. 
The “Rogers” mark was held to be- 
long to the H. E. Heacock Company 
in the Islands. 

Its registration is valid, the court 
declared, even though it is that of a 
dealer who handles in the Islands 
wares manufactured in the United 
States by the International Silver Co. 

The finding of a lower court that 
in the Philippines the word “Rogers” 
had acquired a secondary meaning 
as applied to the goods of the 
Heacock Company which for many 
years was the only dealer in the flat- 
ware in the Islands and that the 
word did not have the significance 
of a family name, as in the United 
States, was upheld. The Supreme 
Court found it unnecessary to con- 
sider the respective rights in relation 
to the use of their marks in continen- 
tal United States. 


Lembach Heads Agency 


Adolph Lembach, formerly in 
charge of the direct mail division 
of the Wilson H. Lee Advertising 
Agency, New Haven, has been ap- 
pointed manager, succeeding Claude 
Schaffner, resigned. 


Merge Knox Hat 


The Knox Hat Co., Brooklyn, will 
be merged with Cavanagh-Dobbs, 
Inc., Norwalk, Conn., President John 
Cavanagh announced. General Hat 
Company will be formed as a hold- 
ing company. 


MOD 


MODERN CLUB . 


country club executives . 


The Patterson Publishing Company 


Announces the Purchase of 


CUB 


The Magazine for Club Executives 


We are pleased to announce the acquisition of 
. the magazine for town and 


tion directed exclusively to this market. 


E RN 


. and the one publica- 


hotels and resorts . 


we add our larger . 
publishing organization . . 


zines in two allied fields. 


1932 season. 


5 S. Wabash Ave. 


More than twelve years background in the restaurant 
field . . . together with an extensive experience among 
. has 
enough contact with the club field to make us welcome 
this opportunity to acquire MODERN CLUB. 


To the record that this magazine has already achieved, 
. . thoroughly schooled . 

. and the experience gained 
in our many years as publishers of the leading maga- 


MODERN CLUB offers the advertiser complete cover- 
age of the club market with its 6,000 (quaranteed) 
club executives as readers. 

During the next two months Country Clubs will be 
buying equipment and supplies and preparing for the 
It's an opportune time to tell them 
your advertising story. We know that MODERN CLUB 
can help you. Send for latest market facts. 


The Patterson Publishing Company 


Incorporated 1906 


(Also Publishers of The AMERICAN RESTAURANT 
Magazine and AMERICAN RESORTS) 


Eastern Office: 17 W. 44th St., New York City 


brought us into frequent 


Chicago, Ill. 
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COUTANT TELLS 
OF STATUS OF 
COPY TESTING 


Assembles Results of All 
Such Surveys 


New York, March 25.—Groundwork 
for intelligent study of copy testing 
has been laid by assembling the re- 
sults of investigations already made, 
F. R. Coutant, of Pedlar & Ryan, 
Inc., told the New York chapter of 
the American Marketing Society 
March 17. Mr. Coutant is chairman 
of the committee in charge. 


He said a study made by William 
Ricketts for the Association of Na- 
tional Advertisers showed these four 
most generally used methods of copy 
testing: 


Inquiries or coupons. 
Testing consumer opinions. 
Testing sales results. 
Testing individual 


a 
such as headlines, illustrations, size, 
position, time of insertion, etc. 

Mr. Coutant also described J. 
David Houser’s work for Macy and 
others, which emphasized the absurd- 
ity of advertising to convince peo- 
ple of things they already accept. 
Paul Cherington, he said, describes 
this as “battering down an open 
door.” 

Mr. Houser found that 50 per cent 
of the copy in one campaign was de- 
voted to selling points already ac- 
cepted by 75 per cent of prospective 
users. His findings caused a re- 
weighting of the appeal, so that only 
10 per cent of the copy was devoted 
to selling what had already been 
well sold, and more than half di- 
rected at points on which prospects 
are dubious. 


m Co DS 


elements 


Effect of Advertising 


Mr. Houser also sought an answer 
to the question: “What difference 
does the advertising make in sales?” 
He took a typical element such as 
a headline or illustration from a 
campaign, and presented it to users 
of the product with such questions 
as: 

“Does this remind you of any ad- 
vertising campaign? If so, with 
what product do you associate it? 
What brand do you use?” 

If he found that 60 per cent of the 
buyers of a product recognized the 
campaign, while 40 per cent did not 
recognize it, the difference made by 
the advertising is that between 60 
and 40 per cent. 

Touching on the Gallup survey for 
Liberty, Mr. Coutant said it sup- 
ports the conviction of all good re- 
search men—that the advertising ex- 
perts who sniff at research are 
nearly always wrong about what the 
consumer is interested in. He quoted 
L. D. L. Weld, McCann-Erickson’s re- 
search director, as saying the hard- 
est job in research is to make the 
answers come out to prove the boss 
is right. 

The Gallup survey showed that 
economy was the most widely used 
current theme, while the housewives 
interviewed placed it as tenth in ef- 
fectiveness. Romance dominated all 
other appeals, at least as far as 
winning attention was concerned. 

Mr. Coutant also described the 
reasoning of Kenneth Groesbeck, 
who questions the accuracy of the 
judgment of consumers who are 
asked for opinions. 


Check Consumer Judgment 


Instead of asking consumers which 
is the best product or advertising 
campaign, Mr. Groesbeck suggested 
submitting a product known to be 
the best seller in its class to con- 
sumers along with a less successful 
product, to see which they pick as 
their choice. 

He proposed a similar test with 
advertising. He would take a cam- 
paign that has proved its potency 
and submit it to a consumer jury 
along with a known failure, getting 


DIES SUDDENLY 


Harry T. Watts 


some important information from the 
answers. 

Mr. Coutant closed with the state- 
ment that the reliability of the con- 
sumer jury method of pre-testing 
advertising is receiving specialized 
study from his committee, Mills 
Sheppard, another member, being 
engaged in marshaling the available 
evidence as a starting point. 


Cutajar & Provost Is 
Warren-Nash Agency 


Cutajar & Provost, Inc., New York, 
has been appointed by the Warren- 
Nash Motor Corp., Nash distributors 
in New York, New Jersey and Con- 
necticut. 

O. R. Hardwell, who has served 
many important agencies, has _ be- 
come automotive account executive 
with Cutajar & Provost. 


Edward Lethen Joins 


Modern Magazines 
Edward F. Lethen, Jr. has joined 
the Chicago office of Modern Maga- 
zines, publishing Modern Screen and 
Modern Romances. 
He was until recently with Rhodes 
& Leisenring Co. 


Nominate at Detroit 


Charles W. Brooke is chairman 
of the nominating committee of the 
Detroit Adcraft Club. His commit- 
tee will nominate eight, four to be 
elected directors April 8. 


Issues Baby Edition 


A baby edition, illustrated with 
photographs of local babies, was 
issued by the New Orleans States 
March 13. Advertisements were ad- 
dressed to mothers. 


Doyle Seeks Office 


W. F. Doyle, advertising manager 
of the Lloyd Mfg. Co., Menominee, 
Mich., is a candidate for State 
Senator from the 13th District. 


Industrial to Hill 


Erie Steel Construction Co., Erie, 
Pa., has appointed the Albert P. Hill 
Co., Pittsburgh. Trade papers and 
direct mail will be used. 


Diller Leaves Blackman 

A. W. Diller has left the Black- 
man Company, New York agency, to 
open his own office as advertising 
counsel. 


“El Mundo” Cuts Rates 


El Mundo, Havana daily, has made 
a substantial rate reduction, its rep- 
resentatives, S. S. Koppe & Co., an- 
nounce. 


Appoint Beckwith 


The Beckwith Special Agency has 
been appointed national representa- 
tive of the Newport News (Va.) 
Press and Times-Herald. 


Joins Donahue & Coe 


Fred E. Waters, formerly with J. 
P. Muller & Co., New York, has 
joined Donahue & Coe as account 
executive. 


Get Emerson Hat 


Emerson Hat Co., Danbury, Conn., 
has placed its accounts with Reimers, 
Whitehill & Sherman, New York. 


SUDDEN STROKE 
PROVES. FATAL 
TOHARRY WATTS 


Was Strong Aid of Des Moines 
Publisher 


Des Moines, Ia., March 24.—Harry 
T. Watts, business manager of the 
Des Moines Register and Tribune, 
died here last night, after being 
stricken in the morning with a cere- 
bral hemorrhage. Doctors worked 
over Mr. Watts all day in vain. 

Mr. Watts, who was 46 years old, 
spent his entire business career with 
the Cowles organization, joining it 
in 1905 after graduating from the 
University of Chicago. He became 
business manager about ten years 
ago. 

Though major credit for the suc- 
cess of the Register and Tribune 
must go to the brilliant Gardner 
Cowles, publisher, and his able sons, 
Mr. Watts become an almost indis- 
pensable part of the unique news- 
paper organization. 

By temperament and ability, he 
was fitted to play an important role 
in the saga of the newspaper which 
overflowed far. beyond the boundaries 
of the city in which it is located and 
became an institution in which the 
entire State takes pride. 

Mr. Watts was quiet and unassum- 
ing. His policies were essentially 
sound, and during the past year or 
two, with many advertisers quarrel- 
ing with local newspapers over rates 
and other questions, those of Des 
Moines have been conspicuously ab- 
sent from the battlefield. 


Circulation Story 


The population of Des Moines is 
around 160,000, but the circulation 
of the two dailies is about 250,000. 
Repeated checks by department 
stores proved beyond doubt the abil- 
ity of the papers to lure customers 
from all parts of Iowa and to main- 
tain the supremacy of Des Moines as 
a buying center. 

An intricate but smoothly working 
organization was created to meet the 
unusual problems imposed by this 
situation. The papers maintain a 
highly organized truck fleet which 
gets the daily editions to all parts 
of the State with remarkable speed. 

Editorial service has been favor- 
ably compared with that of papers in 
much larger centers. Mr. Cowles 
pioneered in aviation by buying his 
own plane. It was pressed into serv- 
ice for news-gathering to such good 
advantage that other planes were 
added as standard equipment. Staff 
reporters and photographers are 
landed at the scene of any story in 
the papers’ territory shortly after 
it breaks. 

On one occasion, the Register and 
Tribune answered an appeal for help 
by dispatching an airplane loaded 
with dynamite to a burning Iowa 
town. 

In all of this, Mr. ‘Watts played “his 
share with his characteristic quiet 
and affable efficiency. The publisher 
and his sons paid high tribute to his 
achievements and personality. 

Mr. Watts took an active part in 
organization work, and was a vice- 
president of Major Market Newspa- 
pers, Inc. 

He is survived by a widow and five 
children. Funeral services will prob- 
ably be held Friday. 


Promote Miss Hoeller 

Helen M. Hoeller is the new ad- 
vertising manager of American Hoist 
& Derrick Co., St. Paul. She has 
been a department manager. 


Argue Rail Advantages 


Nine major railroads operating in 
New Jersey have begun a campaign 
in New Jersey weeklies to fight 
truck freighting. 


“Press” Increases Rate 


Muncie (Ind.) Press has increased 
its rate from 5 to 6 cents a line 
flat, effective April 1. 
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ADVERTISING AGE 


SEEK NATIONAL 
DISTRIBUTION 
FOR TALLY-H0 


Lorillard Pushes High-Price 
Cigarette 


New York, March 25.—Tally-Ho 
cigarettes, adorned with a new am- 
ber tip, are being rapidly pushed to 
national distribution by the P. Loril- 
lard Company. The new smoke sells 
at ten for ten cents. 

Plain-tipped Tally-Ho has been on 
sale in some markets for a year. The 
sudden activity in the Lorillard 
camp suggests that the new amber 
tip is considered a sales point with 
great possibilities. 

Illustrated folders of the person- 
alized variety are being used as the 
opening wedge in a vast sampling 
campaign. The letter is followed by 
two packs of Tally-Ho, enabling the 
prospect to check his own reaction 
against the glowing claims made in 
the letter. 

The front of the four-page folder 
carries a two-color illustration of a 
tally-ho and is personalized with the 
name of the prospect: “Tally-Ho, 
Mr. Smith.” Pages 2 and 4 are blank, 
while Page 3 carries an interesting 
letter, also personalized: 


Complimentary Packages 


“We are anxious to have you try 
Tally-Ho cigarettes and under sepa- 
rate cover we are sending you two 
packages—with the new amber tips. 
Please accept them with our compli- 
ments. 

“You will find that TALLY-HO em- 
bodies a new idea in cigarette-smok- 
ing—its oval shape is distinctive and 
its fragrance refreshing. It is larger 
and cooler than ordinary cigarettes. 

“We believe that smoking two 
packages of TALLY-HO will be more 
convincing than pages of newspaper 
and magazine advertising. Frankly, 
we will not try to outdo our competi- 
tors in the size or number of our ads, 
but we will continue trying to outdo 
them in making TALLY-HO the best 
cigarette for you. 

“TALLY-HO Cigarettes are 10c for 
a package of ten. Of course you can 
buy other cigarettes for less, just as 
you can buy a motor car for $1,500.00 
or a cheaper one for $500.00. 

“When you have smoked TALLY- 
HO we believe you will agree that 
it is a big improvement over other 
cigarettes. 

“What do you use so often as a 
cigarette, for pleasure, inspiration 
and companionship?—then why not 
add a lot to your smoking pleasure 
by spending a few cents more for 
TALLY-HO, the cigarette expressing 
tomorrow—today?” 

The campaign is in charge of W. H. 
Drewry, of the Lorillard staff. 


Simmons Sales Off 


Though sales dropped from $42.,- 
795,610 in 1930 to $28,679,209 in 1931, 
the Simmons Company’s loss was 
only $1,043,632, compared with $1,- 
015,279 a year ago. Investment in 
the Berkey & Gay Furniture Com- 
pany has been written off the books. 


Pick Summers-Gardner 


Enterprise Oil Co., Buffalo, N. Y., 
has appointed Summers-Gardner, 
Buffalo. Trade papers, newspapers 
and direct mail will be used for en- 
gine oils and special motor lubri- 
cants. 


Two to Irish 


Lyman Irish & Co., New York, 
have been retained by Parker-Broeg, 
Inc., Brooklyn, Mother Parker’s bis- 
cuit mixture; and Henry Trading 
Corp., New York, importers of 
Schweppe’s beverages. 


Terry Ponders Service 


Norman B. Terry has been ap- 
pointed chairman of the committee 
of the Advertising Club of St. Louis 
to select winners of cups for meritor- 
ious service. 


HOW TO CHECK ON SALESMEN 


By volume 9 


SS 


Salesman 1 2 3 4 


Comparison of Salesmen’s Efficiency 


By pct. dealers sold 


MM MMAClmMMdltwéM: 
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Eddy-Rucker Co., Cambridge, Mass., suggests this method, which 
compares performance with opportunity 


Issue Durez Booklet 


General Plastics, Inc., North Tona- 
wanda, N. Y., has issued a booklet 
discussing the manufacture and ap- 
plication of Durez to molded plastic 
packages. 


Maguire Joins Haire 
Harold A. Maguire, formerly West- 
ern advertising manager of Hard- 
ware Age, is now representing Haire 


Publications, New York, in Chicago. 


Honeywell Resumes 


The Minneapolis-Honeywell Reg- 
ulator Company started its spring 
broadcast series March 20, under 
the direction of the United States 
Advertising Corp. 


Retain Griswold Agency 

Mandeville & King Co., Rochester, 
N. Y., have authorized the G.,iswold 
Company, New York, to conduct a 
radio campaign starting in April. 


Politics 


Won’t 
Disrupt Radio 
Advertising 


New York, March 25.—Advertisers 
whose broadcasts were crowded off 
the air four years ago by “must” 
political programs have been cheered 
by the announcement that the two 
leading chains are arranging to 
schedule political broadcasts during 
the coming presidential campaigns 
so that they will not interfere with 
regular advertising features. 

The chains provide broadcasting 
facilities at the conventions and for 
the acceptance addresses of the 
nominees without charge, but the 
speeches and other campaign mate- 
rial put on the air during the re- 
mainder of the presidential battle 
are handled on the usual commer- 
cial basis. 

By arrangement with the mana- 
gers of the campaign committees, 
political spellbinders will probably 
accept a definite schedule so that 
advertising features, which were 
summarily crowded off the ether in 
1928, will not suffer a disturbance of 
schedules. 


Will Honor Barton 


The Advertising Club of Washing- 
ton will tender a testimonial dinner 
to the Greater National Capital Com- 
mittee, Washington Board of Trade, 
and Bruce Barton, March 31 for out- 
standing services to the city. 


New Eastern Address 


for Patterson Papers 


The Eastern office of the Patter- 
son Publishing Co., Chicago, will 
move from 17 West 44th St., to 561 
Fifth Avenue, New York, April 15. 
Herman Sonneborn is in charge. 


Hereford Moves 


Harry Hereford, formerly of the 
art department of the Chambers 
Agency, New Orleans, has become 
art director for Stone, Stevens & 
Lill, formed by officers of Chambers. 


Dividend for FWD 


The Four Wheel Drive Auto Co., 
Clintonville, Wis., will pay its regu- 
lar semi-annual cash dividend April 
1, earnings for 1931 being $4.66 a 
share. 


Cornelisen Moves 


R. W. Cornelisen has left the 
Jaeger Machine Co., Columbus, to 
become assistant general sales man- 
ager of the Northwest Engineering 
Co., Chicago. 


A plan to 


CHECK SUBSTITUTION 


Prospects may go in and ask for your product but come out with another brand—if they hap- 
pen to go to the wrong dealer. Substitution by unauthorized dealers can rob you of many a 
sale. “Where to Buy It” checks this substitution. Here’s how it works: 


ere 


information. 


Discuss this service 
with your agency. Or 
write or telephone 
direct. This coupon 
will bring you full 


Z Trade Mark Service Manager, "e 4 | 
clegraph C | 

or 208 W. Washington St., Chicago, Ill., (OFFicial 9300) | 
| Without obligation to me please send information about trade mark 
! phone books. | 
| 


American Telephone and 


195 Broadway, New . ¥., (EXe! 


listings in classified tele 


YOUR ADVERTISING and your radio broadcasting tell 
your prospects that they can find the name, address, and tele- 
phone number of your nearest dealer under the trade name of 
your product or service in their classified telephone books. 


THE CLASSIFIED TELEPHONE BOOK directs these 
prospects straight to your nearest dealer. Above is shown a 
typical “Where to Buy It” listing. This may appear in the clas- 
sified telephone books in all towns where you have distribution. 


YOUR DEALER is thereby linked up directly with your 
national advertising. He gets full benefit from your advertising 
and sales effort. Substitution is reduced to a minimum. An 
increase in his sales of your product is the logical result. 
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Bonuses for Merchandising Execu- 
tives ? 


A stockholder of the American To- 
bacco Company has gone to court to 
try to prevent George Washington 
Hill, president of that company, and 
some of his associates from receiv- 
ing bonuses which have been given 
them as a result of the remarkable 
sales and profits results achieved un- 
der their direction. 

This is not the first time that re- 
wards believed by stockholders to 
have been excessive have been at- 
tacked legally. The bonuses of Eu- 
gene Grace, president of the Bethele- 
hem Steel Company, were objected to 
on the same grounds. It is under- 
stood that Gerard B. Lambert, execu- 
tive head of the Gillette Safety Razor 
Company, has an arrangement of this 
character, which will enable him, in 
case of an exceptionally fine show- 
ing, to profit personally in the same 
way, but as far as is known, no pro- 
tests have been made on this score. 

Probably the only really sound 
basis for objection to granting large 
rewards for the kind of skilful man- 
agement big corporations so badly 
need is found in the fact that bonus 
agreements are not always under- 
stood by stockholders. They have a 
right to know how their officials are 
compensated, and any exceptional ar- 
rangement, permitting an executive 
to earn upward of $1,000,000 a year, 
might reasonably be reported to 
them. 

On the other hand, it would be a 
short-sighted stockholder indeed who 
would complain of results which 
made his stock more valuable in- 
trinsically through the greater earn- 
ings credited to it, regardless of the 
details of the plan which produced 
them. 

The American Tobacco Company 
had a record-breaking year in 1931, 
and increased its earnings per share 
in a period when many other com- 
panies were finding it difficult to 
break even. Mr. Hill’s aggressive 
merchandising and advertising pol- 
icies were certainly a large factor in 
the result, even though it might be 
argued that other tobacco companies 


also did well, without stimulation of 
this particular kind. 

Business operations can be carried 
on upon such a large scale today, 
largely through the power of adver- 
tising, be it noted, that sound poli- 
cies and effective methods have the 
opportunity to produce profits that 
would have been undreamed of a few 
generations ago. But it is equally 
true that mistakes can be made on 
an equally large scale, and that con- 
sequently it is all the more neces- 
sary, for the protection of the inter- 
ests of stockholders, that the best 
merchandising skill be obtained for 
the direction of their enterprises, and 
that a sufficient incentive be supplied 
to insure the most strenuous and 
enthusiastic efforts of their execu- 
tives. 

Just what the limits of executive 
rewards should be would be hard to 
determine. The statement that no 
man is “worth” more than $50,000 to 
his company would have won many 
supporters twenty years ago, and yet 
the only true measure of value is 
the executive’s ability to earn profits 
for his stockholders, while giving the 
public and employes a fair deal at 
the same time. From this stand- 
point, the sky should be the limit 
for the genius who mixes magic with 
his advertising and merchandising 
plans and then watches the money 
roll jn. 

Profit-sharing with employes has 
been popular for a long time, and 
the chief executives of corporations, 
especially those responsible for mar- 
keting policies and results, have a 
right to share in the profits to the 
extent of their ability to create them. 
Such a plan insures a democracy of 
business, where exceptional skill is 
amply rewarded, and able leaders 
have an opportunity, through their 
earnings, to acquire ownership in- 
terest to an extent to which they 
are entitled, but which they could 
never achieve through so-called nor- 
mal compensation. 

We hope Mr. Hill holds on to his 
bonuses, because we think the re- 
sults prove he has earned them. 


Rebates on Circulation Guarantees 


Lord & Thomas and Logan, Inc., 
is asking publications in which it is 
placing business to report the circu- 
lation of each issue currently, thus 
enabling adjustments for rebates to 
be made without waiting for audit 
reports to establish the basis for any 
rebates which may be due under cir- 
culation guarantees. 

This is a rather unusual procedure, 
but entirely in order, and no doubt 
publishers will be glad to co-operate 
by furnishing this information from 
their current records, subject to 


final adjustment after the regular 
circulation statements covering six- 
month periods are issued. 

Probably the most significant fea- 
ture of the action is the apparent 
belief of the agency that publications 
may have reached a period of grad- 
ual circulation decline, when rebates 
based on guarantees will be more 
frequently paid. If this is true, 
more rapid correction of billing, by 
this system of circulation reporting, 
may prove to be a substantial benefit 
to advertisers. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing ad- 
vertisers superior results. Altogether 
a unique and interesting analysis of 
the boy market—extremely worth 
while sending for. , 


369. The Farmer Today. 


The advertising man’s mental pic- 
ture of the farmer and his financial 
situation will be clarified by this 
new study by the Country Home. 
This booklet describes him as a busi- 
ness man who has a reasonable in- 
come regardless of general business 
conditions, who meets his obligations 
promptly, buys products which ap- 
peal to him, and has the leisure in 
which to enjoy them. 


370. Who Reads Your Advertising? 


The Wisconsin State Journal, Madi- 
son, narrates this interesting tale of 
the type of advertising found most 
effective in a study conducted by the 
University of Wisconsin School of 
Journalism. Marked differences were 
found between the habits of urban 
and rural audiences. As one instance 
of the illusions smashed by this 
study, rural subscribers showed their 
highest interest in—clothing adver- 
tisements! 


352. Markets by. Incomes. 


The title gives the key to this sur- 
vey of Appleton, Wis., typical Amer- 
ican community, by Time. This is 
said to be the most pretentious study 
of buying habits by income classes 
ever made. It throws light on many 
spots which have been clouded here- 
tofore and will do much in the in- 
terest of more intelligent advertising 
efforts. 


847. Presenting a New Rate Card 
and Explaining Needlecraft’s 
two Year Plan. 


This is Needlecraft’s own story of 
its 10 per cent rate reduction and a 
brand new type of space discount. 
It starts out with a recital of how 
the magazine revised its circulation 
methods with such startling success 
that it decided to extend the new 
plan to the advertising department. 
In other words, advertisers who help 
Needlecraft simplify its selling job 
are rewarded with an extra discount. 


351. Advertisers’ Issue of The Busi- 
ness Week. 


This booklet describes the spirit 
that moves The Business Week. The 
index says “the business thermometer 
on The Business Week is moved by 
cold facts; not hot air,” and goes on 
to give the remainder of the publish- 
ing formula. 


301. Measuring Farm Coverage. 


This is one of a series of promo 
tion pieces issued by The Farm 
Journal, It urges R. F. D. as the 
basis for selecting farm mediums on 
the ground that when advertisers 
use farm papers it is because their 
products are purchased exclusively 
or largely by farmers, or because 
they already have heavier coverage 
of city than of country families and 
desire to balance their advertising. 


THE HUNT FOR THE SUNDAY PAPER 


TRA TE FIR SOMETHING 1 THE SUNDAY PAPER 10M MONDAY. 5 
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—Chicago Tribune 


Voice of the Advertiser 


Wrong Van 

To the Editor: Your item on page 
5 in the issue of March 19, about 
the Frigidaire drive is slightly in- 
accurate. 

Billy B. Van of Pine Tree Soap 
fame was a vaudeville and burlesque 
comedian and was not of the team 
of Van & Schenk. Gus Van is the 
member of that famous team and is 
still popular over the air. 

Outside of getting your Vans mixed 
up once in a while, I find ADVERTIS- 
ING AGE about the most interesting 
publication in the advertising field. 
I like its breezy, brief news style. 
Quick reading for busy advertising 
men (or aren’t there any busy ones 
left?) 

Rosert E. OBERFELDER, 
Pres., Oberfelder-Franken, Inc., 
New York. 


, ? ¥ 


“Copy Cub’s” a Bear 


To the Editor: The enclosed check 
for $1 for renewal of my subscrip- 
tion to ADVERTISING AGE is well spent. 

Your paper is unquestionably inter- 
esting, and I wouldn’t want to do 
without it. May I suggest that your 
“Copy Cub” is no longer a cub. His 
pithy and entertaining column indi- 
cates that he is just about ready to 
be dubbed a “vet.” 


STANLEY H. OSHAN, 


Adv. Mer., Equitable Paper Bag Co., 
Brooklyn, N. Y. 
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What! No More Letters? 


To the Editor: The only regret 
I have in sending the enclosed check 
for renewal of my subscription is 
that it will stop your series of fol- 
low-ups. 

It was with some difficulty that I 
refrained from answering your first 
letter with a check and I was obliged 
to exercise considerable self-control 
to hold out when your second mis- 
sive came. 

I succumbed to the third. Now, 
how many letters did I miss by 
sending you a check? 


Joun S. BLEECKER, 
West Chester, Pa. 


7,’ F F 


Religious Papers Also 
on M. P. Schedule 


To the Editor: In a recent issue, 
ADVERTISING AGE ran a story on the 
new campaign of the Missouri Pacific 
Railroad, ending with “and a num- 
ber of trade papers are also on the 
schedule.” 


Religious papers are not trade pa- 
pers, so you have overlooked the 


fact that religious papers are in- 
cluded in the M. P. schedule. This 
is not unusual because it has been 
apparent for some time that religious 
papers are given little consideration 
by the so-called “technicians” of the 
advertising field. 

For your information, 29 religious 
weekly papers whose advertising we 
manage are included in this cam- 
paign. 

We are keenly alive to the adver- 
tising needs of the present day and 
are bending every effort to prove 
to advertisers that the “neglected” 
religious press offers the best way 
to reach a market almost untouched 
by many of these advertisers. 


W. E. MEALING, 
Religious Press Assn., Philadelphia. 
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Hal Stebbins Remains 
with Erwin, Wasey & Co. 


To the Editor: For my own peace 
of mind I would like to know how 
and where you secured the report 
which appeared in the March 7 is- 
sue of ADVERTISING AGE, 

There is absolutely no truth in it 
—in fact, it has been the cause of a 
tremendous number of phone calls, 
letters, wires and what-nots. 

While it is true that I direct the 
sales promotion of the Pacific Knit- 
ting Mills, makers of Catalina Swim 
Suits, it is equally true that I direct 
the sales promotion of a half dozen 
other accounts on which I am ac- 
tively working. 

Certainly, I have not resigned as 
vice-president in charge of Erwin- 
Wasey operations in Southern Cali- 
fernia. 

I have been associated with this 
company for fifteen years, although 
I have made my headquarters in Los 
Angeles only for the past two years, 
having worked in the San Francisco 
office in an executive capacity for 
more than ten years preceding. 


HAt STEBBINS, 


Vice-Pres., Erwin, Wasey & Co., 
Los Angeles. 


+ 2 


Prohibition Body 


Occasionally Buys 

To the Editor: As the livest of 
the advertising journals, you may 
wish to comment on the enclosed 
advertisement of the American Busi- 
ness Men’s Prohibition Foundation, 
Chicago, soliciting funds. 

There’s certainly food for thought 
in the statement, “Where we cannot 
get necessary space we are buying 
advertising space.” 


H. Lorp, Cincinnati, O. 
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Liberty 


hilco Radio is going out 
after that 23% to 112% greater 


reader interest in Liberty” 


says SAYRE M. RAMSDELL 


Mgr. of Sales Promotion 
Philadelphia Storage Battery Co. 


a a a a a a 


... Says Mr. Ramsdell: ““We’re gearing up to make 1932 a still more profit- 
able year. That means examining old methods, old ideas, old traditions. 
Keeping the good. Discarding the unproved. Adopting the new wherever 


new facts show promise... 


‘*We’re starting from the basis that advertising is multiplied sales talk. 

‘There are many ramifications to advertising. But in the long run, the 
sales talk that reaches the most people is the sales talk that sells more goods. 

‘“We’ve gone over the Philco list with a fine tooth comb. Studied rates. 
Studied duplication. Studied reader interest. And we think we’ve got-to 
the point where Philco advertising is going to reach more persons per dol- 
lar expended than at any previous time in the product’s history. 

**As part of our plan to get the utmost out of every advertising dollar in 
1932, Philco Radio is going out after that 23% to 112% greater reader 


interest in Liberty. 


February 20, 1932 


The first RADIO 


Liberty 
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A musical instrument of | quality 


“When a disinterested authority like Dr. Gallup of Northwestern University gives 
us new facts showing that such an opportunity exists... 

‘When he bases his figures on 15,000 house to house calls, 4,000 elaborate interviews 
with readers of current issues of Liberty and other weeklies. . . 

‘“‘When he proves the samesituation in city after city, issue after issue, six timesin arow... 

*‘Then we say that here is sound evidence that Liberty belongs on Philco’s bed rock 


magazine list for 1932.” 
<> 


‘In answer to the demand of current conditions 
for more facts and fewer theories, Dr. George Gal- 
lup, Professor of Journalism and Advertising, North- 
western University, recently made the first exami- 
nation of the FACTS of reader interest in weekly 
magazines. 

Instead of asking opinions as to how thoroughly 
different magazines were read, Dr. Gallup’s investi- 
gators made readers go through their magazines 
page by page, checking exactly what actually had been 
read. 

The findings were no surprise to students of 
publishing. 

The average editorial feature in Liberty was found 
read by: 


17% more persons than in Weekly A 
4% more persons than in Weekly B 
41% more persons than in Weekly C 


<> 


<> 


Logical, because Liberty is the only mass weekly 
whose editorial policy has been established since the 
War.... 

Whose stories and articles are live, controversial, 
brief, in tune'with the spirit of these changed times. 

Whose readers want it enough to come back for it 
week after week, copy by copy, 52 times a year, 
making Liberty “America’s most-asked-for maga- 
zine”’! 

Equally logical were Gallup’s findings that the 
average advertising page in Liberty had stopped: 


48% more persons than in Weekly A 
23% more persons than in Weekly B 
112% more persons than in Weekly C 


Few advertisements can get a chance to go to 
work unless a clever editor has first attracted a crowd. 

And the ads in Liberty have an extra break, be- 
cause every one is next to a complete story. Liberty’s 
method of make-up 
permits no “continued 
on page one hundred 
and blank” runovers 
next to which 90% of 
all ads elsewhere are 


One of the Philco Radio advertisements now running in Liberty 


buried. Every advertisement in Liberty is next to 
leading matter! 

No wonder that Philco, like General Electric Hot- 
point Electric Ranges, Pontiac, and a long list of 
other important advertisers, has arranged its 1932 
list to include Liberty! 

Times like these call for facts, not fancies—trail 
blazing, not rut following—action, not quibbling. 

Because so many lists are being held open, re- 
opened and adjusted in connection with Dr. Gal- 
lup’s new findings, you will want to examine them 
for yourself before you commit your stockholders’ 
destinies for 1932. 

A copy of the Gallup Report is available to every- 
one. Address Liberty, 420 Lexington Avenue, New 


York City. 
<> 


Some New Advertisers 


Bristol-Myers Co., Ingram’s Milkweed Cream 
California Packing Corp., Del Monte Food Products 
Fred G. Clark Co., Hyvis Motor Oil 
Colgate-Palmolive-Peet Co., Colgate Shaving Cream 
Durium Products Corp., Hit-of-the-Week Records 
General Electric Co., Hotpoint Electric Range 
General Electric Co., Hotpoint Table Appliances 
General Electric Co., Refrigerator 

General Foods Corp., Maxwell House Coffee 
General Foods Corp., Post’s Bran Flakes 
General Foods Corp., Postum 

H. J. Heinz Co., Spaghetti 

Johnson & Johnson, Modess 

Kroehler Mfg. Co., Furniture 

Lavoris Chemical Co. 

Lehn & Fink, Hind’s Greaseless Texture Cream 
Lehn & Fink, Lysol 

Maybelline Co. 

Morton Salt Co. 

Phoenix Mutual Life Insurance Co. 

Royal Typewriter Co. 

Spool Cotton Co. 

U. S. Tobacco Co., Dill’s Best Tobacco 

Vick Chemical Co., Vick’s Vapo-Rub 


.. America’s zest rean Weekly 
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ADVERTISING AGE 


March 26, 1932 


CORNS FOE OF 
ROMANCE, SAYS 
BLUE JAY COPY 


(Picture on Page 12) 


Chicago, March 24.—To the regu- 
lar spring and summer schedule on 
Blue Jay corn plasters, Bauer & 
Black division of the Kendall Com- 
pany will add an overtone campaign 
introducing innovations in size of 
space and human interest appeal. 

The extra advertising comprises 
two four-color pages and four 300- 
line black and white insertions in 
The American Weekly, appearing be- 
tween May 22 and Aug. 1. The 
agency is the Chicago office of Erwin, 
Wasey & Co. 

Objectives, according to Harris 
Frazier, advertising manager, are to 
create additional business and to or- 
ganize intensive dealer promotion 
with spectacular advertising as the 
basis. 

Consumer copy will be preceded by 
a trade campaign, opening with job- 
ber-dealer meetings this week in 
principal cities, with representatives 
of the advertiser, the agency and The 
American Weekly on each program. 

A plan to have Florence Laurence, 
the model for the color pages, win- 
dow display and illustration on the 
counter cabinet, provide the climax 
at the trade meetings was dropped 
because it was found impossible to 
get over the territory with one crew 
and no doubles for Miss Laurence 
could be found. 

The efforts of jobbers’ salesmen are 
to be concentrated on a deal which 
includes a metal lithographed coun- 
ter cabinet and window display. 

The cabinet will be recommended 
to dealers as “a modern merchandis- 
ing aid occupying only a four-inch 
strip of counter space.” 

The dealer must give the salesman 
a formal order for the window dis- 
play, both thus being obligated to see 
that it is promptly and properly in- 
stalled. Salesmen will receive p. m.’s 
on deal sales until May 28, six days 
after the first advertisement appears. 


Romance Passes By 


Addressed to young women and 
women who stay young, the copy says 
corns prevent good times and pleas- 
ant contacts which might mean a life- 
time of happiness with Mr. Right. 
It also implies that corns are not 


Juvenile Book 
Gives U. P. New 
Use for Plates 


(Pictufe on Page 12) 


Omaha, Neb., March 25.—The fa- 
mous family of Yellowstone bears, 
caricatured by the Union Pacific Sys- 
tem in its quarterly broadsides to 
ticket agents throughout the country, 
is now performing its antics for the 
benefit of children. 

H. B. Northcott, advertising agent, 
put the adventures of the bears into 
a book for free distribution on U. P. 
trains and for sale elsewhere. The 
volume has proven remarkably pop- 
ular. 

The same plates used in the broad- 
sides were utilized for the book, 
though an unusual problem was pre- 
sented. 

“By mortising the original letter- 
ing or titles, sufficient space was ob- 
tained for some simple rhymes,” ex- 
plained Mr. Northcott. “We placed a 
price on all copies not distributed 
from our dining cars. 

‘When the plates were originally 
designed, there was no thought of 
using them again. Hence, when we 
decided to use them for a book, and 
the printer was confined to four 
colors, he was confronted with the 
problem of producing a presentable 
job from plates that varied greatly 
in original color combinations. 

“Parents have indicated gratitude 
for this little book, which makes the 
trip more enjoyable for youngsters 
and gives further evidence of the 
Union Pacific’s effort to please all 
patrons, including the youngest.” 


Austin F. Bement Moves; 
Has Aviation Account 


Austin F. Bement, Inc., Detroit, 
has moved from 3-143 to 7-161 Gen- 
eral Motors building, where larger 
quarters were taken. 

Thompson Aeronautical Corp., 
which has moved from Cleveland to 
Detroit, has placed its account with 
Bement. Class magazines, outdoor, 
radio and direct mail will be used. 


Westinghouse Sales 
Fall to $115,000,000 


Sales of Westinghouse Electric & 
Mfg. Co. and subsidiaries in 1931 
amounted to $115,393,000, compared 
with $180,283,000 for 1930 and $216,- 
364,000 for 1929. 

The loss for 1931 was $3,655,000, 
compared with net of $11,881,000 in 


likely to arouse masculine compas-/| 1930 


sion. The female subjects reveal 
dread of the derisive advice to “buy 
shoes that fit your feet,” once the 
cause of distress is discovered by the 
escort. 

Coupons offer a booklet on the care 
of the feet. The advertising is linked 
to the dealer’s counter with a large 
illustration of the vending cabinet, 
labeled “Blue Jay Foot Aid Statien.” 
The publication advertising is echoed 
in a phrase lettered on the cabinet, 
“What good is living if corns pain 
you?” 

As a result of the 25 years Blue- 
Jay corn plasters have been nation- 
ally advertised, the company has set- 
tled on a formula of newspaper and 
magazine advertising from May to 
September. Magazine space is 85- 
line and newspaper 56-line. Dailies 
receive copy once a week and weekly 
magazines once a month. 

The copy style is a direct appeal 
describing product features and the 
technique of corn control. Care is 
taken to familiarize the reader with 
the difference between corn pads and 
Blue Jay corn plasters. 

The company has carried on a 
market investigation for years 
through a questionnaire enclosed 
with Blue Jay packages, for the re- 
turn of which a sample of another 
item in the line is offered. Tabula- 
tions have not upset analyses, except 
to disprove the theory that women 
users greatly outnumber men. The 
ratio is only 60-40. 

It was once hoped the survey 
would reveal occupations that pre- 
dispose to corns. Apparently, occu- 
pation is not a causative factor. It 
has been learned that high income 
groups furnish few prospects. 


Texas Publishers 
Will Meet June 9 


Texas Press Association will hold 
its 1932 convention at Mineral Wells 
June 9-11. 

Group meetings for each type of 
publisher will be featured. Wendell 
Mayes, of Southwestern Bottler, San 
Antonio, is chairman of the program 
committee. 


Supertint to Winthrop 

Supertint Corp., Providence, a 
division of the U. S. Capital Corp., 
and manufacturer of Supertint tint 
and dye tablets, has appointed Win- 
throp & Co., New York. General 
magazines and newspapers will be 


Appoint Lyman Irish 

Lyman Irish & Co. New York, 
have been appointed by the James 
Van Dyk Co., Janes & Kirtland, Inc., 
and H. B. Cushman. J. Clement 
Boyd, formerly vice-president of W. I. 
Tracy, Inc., has joined the agency as 
account executive. 


Agency for Insurance 

Citizens Casualty Insurance Com- 
pany has appointed the Utica office 
of Moser, Cotins & Brown to handle 
its advertising. 


Named Representative 
The Tallahassee (Fla.) Democrat 


has appointed Frost, Landis & Kohn 
national representatives. 


Legion Starts Paper 
The first issue of New Jersey Le- 
gion News will appear April 10. 


° 
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MAKE JELLY PART OF EVERY MEAL 


The compotier and rose bowl evolved by the Pantry Maide Prod- 


ucts Co., Chicago. 


PURE OIL SOAP 
WILL BE USED 
AS DOOR-OPENER 


Chicago, March 25.—As the foun- 
dation of a spring drive on gasoline 
and oil, station operators and at- 
tendants in the more than 13,000 out- 
lets of the Pure Oil Company will 
do house-to-house canvassing in their 
spare time, using as a door-opener a 
pound cake of Tiolene soap, the com- 
pany’s own product, which is new in 
most markets. 

The drive and accompanying ad- 
vertising in newspapers, direct mail 
and posters are in charge of H. E. 
Sibley, director of sales promotion, 
and the Freitag Advertising Agency. 

While the soap has distinctive fea- 
tures, such as a neutral odor and 
suitability for both toilet and gen- 
eral use, and is competitively priced 
at 35 cents for a two-pound bar, the 
company will not advertise it for 
fear of losing prestige as a petroleum 
refiner. 

Salesmen will simply tell con- 
sumers it is available at Pure Oil 
service stations and concentrate sell- 
ing effort on the main line. 

The company recommends the can- 
vassing be done between 6:30 and 
9:30 in the evening, with the mid- 
morning hours the next best time. 
The canvassers are expected to wear 
station uniforms and caps on which 
the company’s name is prominently 
lettered. 

Most of the company’s outlets 
which are not independent are oper- 
ated on a lease arrangement, and the 
canvassers are advised to stress the 
fact they are in business for them- 
selves. 


Question Coffee Copy 

A complaint issued by the Federal 
Trade Commission against Standard 
Brands, New York, alleges that tes- 
timonials used to advertise Chase & 
Sanborn coffee are bought and tend 
to mislead the public. 


Shu-Savers Expand 


Lord & Thomas and Logan, Los 
Angeles, are placing a national cam- 


paign for Shu-Savers, a_ shoe 
straightener. Column space will be 
used. 


Officers April 13 


Technical Publicity Assn., New 
York, has appointed a nominating 
committee in anticipation of the 
annual meeting April 13. 

B. H. Miller, J. Walter Thompson 
Company and James R. White, 
Jenkins Bros., former presidents, are 
members, with . B. Bolander, 
Simmons-Boardman Publishing Co.; 
R. S. Brown, G. M. Basford Co., and 
R. L. Ware, Western Electric Co. 


“Record” Now Daily; 


Names David Company 


Beginning March 21, the Sunday 
Record, Yonkers, N. Y., entered the 
daily field, publishing evenings and 
Sunday. National advertising re- 
ceived for the daily for the first 
three months will get free Sunday 
insertions. 

The Record has appointed the 
George B. David Company national 
representatives. 


Anti-Lottery Radio 
Bill Moved Forward 


The Senate Committee on Inter- 
state Commerce ordered a favorable 
report March 18 on the Davis anti- 
lottery radio bill. 

The lottery provision, as written 
by the House, was softened to put 
radio on the same terms with maga- 
zines and newspapers. 


Shick in Accident 
Leonard B. Shick, copy writer and 
layout man for the William H. Block 
Co., Indianapolis, and Mrs. Shick 
were seriously injured in an auto- 
mobile accident March 20. 
Mr. Shick was formerly with the 
Millis Advertising Company. 


Test Aerial Neon Sign 


Hub Airways, Boston, is experi- 
menting with aerial outdoor adver- 
tising, using a monoplane on which 
three-foot neon letters are mounted. 
A special license for 60 days has 
been secured from the Department 
of Commerce. 


Neal Quits Association 

Jesse H. Neal has resigned as gen- 
eral manager of the American Pa- 
per & Pulp Association, New York. 
He was formerly secretary of Asso- 
ciated Business Papers, Inc. 


“Sportswear” Appears 


Sportswear Magazine has made its 
appearance in New York as a 
monthly devoted exclusively to the 
sportswear field. Arthur Freund is 
business manager. 


44 NEWSPAPERS 


OFFER TOURS TO 
OLYMPIC GAMES 


Los Angeles, Cal., March 25.—Dis- 
play advertising for the Olympic 
Games will be supported by a far- 
flung promotion plan which thus far 
has gathered railroads, newspapers, 
chain stores and many other busi- 
nesses into the arms of the newly 
formed Olympic Games Boys’ Tour 
Bureau. Back of this organization 
are various Los Angeles organiza- 
tions. 

The Bureau is underwritten by 
three railroads, which suggest that 
newspapers use tours to the Olympic 
Games as a reward in any type of 
contest they care to sponsor. The 
Southern Pacific, Rock Island and 
Denver & Rio Grande are sponsoring 
the plan. 

Thus far 44 newspapers have ac- 
cepted the invitation. The Colum- 
bus Dispatch is conducting a contest 
in co-operation with the Kroger Gro- 
cery & Baking Co. The Lansing 
State Journal is working with a lo- 
cal theater, and other newspapers in 
many cases are sharing prestige and 
expense with advertisers. 

About 1,000 boys will make the Los 
Angeles trip as the guests of the 
Atlanta Journal, Birmingham News 
and Age-Herald, Chicago Daily News, 
Cincinnati Enquirer, Indianapolis 
Star, Louisville Courier Journal and 
Times, Minneapolis Star, Nashville 
Banner, New Orleans Times-Picay- 
une, Pittsburgh Post-Gazette, St. 
Paul Dispatch and Pioneer-Press, 
Seattle Times, Shreveport Journal, 
Knocville News-Sentinel and other 
dailies. 


Young New York 
Agency Is Expanding 

Buggeln & Smith, Inc., youthful 
New York agency, has moved to 2 
West 46th St., where more space is 
available. 

The agency was formed in 1930, 
C. H. Smith being president and 
Robert H. Buggeln, formerly with 
the Erickson Co., treasurer. 


Robert E. Hicks Dead; 
Was Foe of Frauds 


Robert E. Hicks, founder and 
editor of Specialty Salesman Maga- 
zine, Chicago, died in DeFuniak 
Springs, Fla., March 17. 

He was a bitter foe of swindles of 
all kinds, particularly mail order 
schemes, which he fought through 
his paper. 


Van Camp in Big 
Newspaper Campaign 
Van Camp Sea Food Co., Terminal, 
Cal., will place the largest news- 
paper campaign in its history 
through the San Francisco office of 
Emil Brisacher and Staff. 


Outdoor advertising will also be 
used. 


National Dairy Has 
61,000 Stockholders 


National Dairy Company now has 
61,000 stockholders, an increase of 
15,500 in a year, the annual report 
showed. 

Net profit declined from $25,470,- 
000 in 1930 to $22,547,000 for 1931. 


“Post” to Publish 


Kreuger Interview 


An interview by Isaac Marcosson 
with Ivar Kreuger will appear in 
the April 2 issue of The Saturday 
Evening Post. 

Kreuger, match king, committed 
suicide recently. 


Forgie’s New Work 


Norton E. Forgie, formerly with 
the Moss-Chase Agency, Buffalo, 
N. Y., has joined Summers-Gardner, 
Inc., as vice-president. 


To Change Page Size 
Breeder’s Gazette, Chicago, will 


adopt a 450-line page with its April 
issue. 
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Hartigan 


Recommends More 


Authority for Representatives 


Detroit, Mich., March 25.—A plea 
for more authority for representa- 
tives was made by John J. Hartigan, 
vice-president and space buyer for 
the Campbell-Ewald Company, in dis- 
cussing relations between media de- 
partments and newspapers. 

“Publishers have in recent years 
taken away from the representatives 
authority and confidence,” said Mr. 
Hartigan. 

“In addition, they are constantly 
hammering the _ representative to 
make more calls—to make calls on 
clients as well as the advertising 
manager or the sales manager, to 
contact the media man as well as the 
assistants, to call on the contact 
man, etc. 

“If the representative is satisfied 
that he can accomplish his work 
through the media department alone, 
concentrating his efforts there, it 
will work to the advantage of the 
publisher, the client and the agency 
to permit him to do so. 

“If the publisher has secured the 
services of an _ intelligent, hard- 
working, business-like representa- 
tive, who knows the situation, who 
has visited the places where the 
publications are located and circu- 
lated, and will let the representa- 
tive give his comprehensive story to 
the media department, I believe 
things would be simplified and much 
good accomplished. 

“We often find that if a question 
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is raised by the media department 
to the representative, he in turn has 
no authority whatsoever but must 
take the matter up with the pub- 
lisher. 

“The publisher comes to town 
and while there thinks it advisable 
to talk to the advertising manager, 
his assistant, the sales manager, etc. 
This situation makes it necessary 
in a great number of cases for an 
agency to ignore a_ representative 
and deal direct with the publisher. 
The act of the publisher is unnec- 
essary and decreases the efficiency 
of the representative. 


Automotive Situation 


“Another illustration of lack of 
confidence in their representatives 
by the publisher is this: In Janu- 
ary and February, automobile shows 
are held in different cities through- 
out the country and newspapers run 
automobile sections. 

“The agency and advertiser feel 
that it is advisable at that particu- 
lar time to concentrate their effort 
either with larger space or more 
frequent insertions to stimulate in- 
terest in the automobile shows 
through the newspapers. 

“I find, in many cases, that the 
man contacting the agency and the 
manufacturer is anywhere but at the 
home office when the automobile sec- 
tion is laid out. Consequently, the 
automobile manufacturer and the 


.jagency are not satisfied with the 


treatment received. 

“This is easily understood, be- 
cause our contact—which is the rep- 
resentative—is not on the ground 
floor. The local automobile man, as 
a rule, does not visit the home office 
of the agency or the manufacturer 
and consequently he does not know 
their desires and needs in the shape 
of copy. Result, dissatisfaction all 
around. 

“If publishers, therefore, would 
place their authority in the hands 
of competent representatives and if 
the representatives would concen- 
trate their efforts on the media de- 
partment, they would be building up 
for themselves and the agency a cen- 
tralization of effort which “undoubt- 
edly would prove satisfactory to all 
concerned.” 


Should Be Simple 


Mr. Hartigan believes that Camp- 
bell-Ewald is called on by more space 
salesmen than the majority of 
agencies because of its relation to 
the automotive field. 

“However,” he continued, “we find 
ne problem in handling the repre- 
sentatives and the representatives 
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have no problem in getting inter- 
views. 

“If the buying of space is in the 
hands of experienced, business-like 
people who have common sense, I 
cannot see any reason for complica- 
tions arising. Do not misunderstand 
me, for the fact remains that there 
are also representatives who are in 
the wrong profession. 


“We have representatives who take 
advantage of an opportunity to stay 
too long in a man’s office. These, I 
might say, are also very few in com- 
parison with the total number in 
the business. 


“If the representatives would use 
common sense before making calls, 
they could eliminate many of what 
I term ‘unnecessary Calls.’ 


“As to giving checkings to save 
the time of representatives, a short 
time ago I made an analysis of the 
number of checkings issued each 
month. We place a_ tremendous 
amount of newspaper Business, but 
the startling number of checkings 
for this first month was over 2,500. 

“I took it upon myself to inter- 
view each representative who came 
in the following month for a check- 
ing, and by appealing to the repre- 
sentatives in diplomatic fashion, we 
reduced this number to slightly over 
1,500. The month following we re- 
duced the number to about 750. 


“It was quite interesting to re- 
view these checkings and note that 
one man who received 122 checkings 
the first month received 120 the 
third month. However, when I talked 
to him again, he said he could handle 
the matter of checking without caus- 
ing us any trouble at all. 

“We took the time to explain the 
situation thoroughly to the men and 
their organizations, and we now be- 
lieve unnecessary calls have been 
cut to the minimum. We take the 
attitude that we are receiving agency 
commission from the publisher and 
at the same time we are working 
for our clients’ best interests.” 


Too Many Forms 


“There is another important point. 
There has been a growing tendency 
within the last few months to sup- 
ply information or presentations 
which are supposed to simplify the 
work of the manufacturer, the 
agency, and the representative. 

“Evidently somebody got the bright 
idea that this is new, but again I 
refer to my fifteen years of experi- 
ence to say that this sort of thing 
has been tried and found wanting. 


“Instead of eliminating unneces- 
sary calls, I believe the men who 
were responsible for these so-called 
systems will find themselves buried 
under a mass of incorrect informa- 
tion, and it will make a second call 
necessary, where previously but one 
was required. 


“If more time and effort were ap- 
plied to A. B. C. reports, Media Rec- 
ords, and first and foremost, the ex- 
perience of a capable space btyer, 
the publishers would not find it 
necessary to make out forms which 
are never used. 

“Publishers must bear in mind 
one other thing in connection with 
the daily work of the representa- 
tives and that is that they are deal- 
ing with agencies, each and every 
one of which operates differently 
and buys space differently. 

“It is the buyer’s function to re- 
ceive the information as he sees fit 
and to make his own deduction, 
which will answer the question of 
which publication should receive the 
business. 

The Campbell-Ewald Company has 
endeavored to deal fairly at all 
times with the representatives, and 
we believe the representatives know 
this. We have found most of them 
efficient and conscientious, and have 
been glad to work out our problems 
with them. In these times, we 
should all pull together and our 
watch words should be ‘harmony’ 


and ‘work.’ ” 


PRUNES, POOR 


HEALTH, AIDS 
TO H. E. LESAN 


New York, March 25.—‘Prunes 
and ill health” contributed to the 
success of Harry Edmund Lesan, he 
was fond of telling friends. Mr. 
Lesan, who was president of the 
H. E. Lesan Advertising Agency, 
Inc., died at his home in Scarsdale, 
N. Y., March 18, at the age of 57. 

His first independent advertising 
venture involved prunes. His ill 
health gave him an opportunity to 
widen his horizon by reading and 
research. 

Mr. Lesan attached “prunes” to 
his slogan in 1901, when he persuad- 
ed the prune growers of Santa Clara 
County, Cal., to spend $60,000 in 
advertising. Prior to that time he 
was a reporter and then managing 
editor of the Ottumwa _ (lIowa) 
Courier—the youngest editor in the 
state at that time. 

He told the growers, “I'll find a 
new market for your’ 60,000,000 
pounds of prunes.” They confided 
to him $60,000 worth of belief. He 
found the market. 

That success in co-operative mar- 
keting fired Mr. Lesan with the am- 
bition to found and own an adver- 
tising agency. That agency he 
founded in St. Louis, where he de- 
veloped a number of small accounts 
and then larger ones such as the 
Ralston Purina Company, the Tim- 
ken Roller Bearing Company, and 
the Burroughs Adding Machine Com- 
pany. 

At that time the Missouri, Kansas 
& Texas was one of the few railroads 
and about the first, to do effective 
transportation advertising. This 
road was a Lesan client, and Mr. 
Lesan, recognizing the increasing 
importance of railroad advertising, 
and relying upon his background of 
experience in St. Louis, decided to 
open an agency in New York. 

The Lesan agency created a stir 
when, as a rank outsider, he success- 
fully competed for the account of the 
New York Central against twenty- 
two New York agencies. 

The old New York Central slogan: 
“Water Level Route” was just a sign, 
nothing more. Lesan dramatized it, 
humanized it, made it the selling 
theme of a great road from that 
time right up to this minute, when 
he changed it to: “Water Level 
Route—You Can Sleep.” 

The railroad brotherhood strike in 
1916 gave his genius another oppor- 
tunity. Called in by the railroad 
managers’ association to direct the 
advertising for the operators, he 
gave to the Lesan organization so 
great a measure of repute that, when 
the Government took over the car- 
riers during the war, Mr. Lesan was 
ealled upon to serve as chairman 
of the advertising committee for 
the railroad administration. 

After the war, he quickly re-built 
his own agency, and established af- 
filiated branches in other advertis- 
ing centers. 

In his later years, Mr. Lesan be- 
came interested in the development 
of Florida communities, many of 
which looked to him for advertising 
and general business counsel. 

He was a warm believer in the ex- 
change of ideas through organized 
advertising. He was a_ charter 
member of the American Association 
of Advertising Agencies and a mem- 
ber of the Advertising Club of New 
York. 

Charies C. Younggreen, Chicago as- 
sociate of Mr. Lesan, said he worked 
constantly for a closer alliance be- 
tween advertising and business, and 
fought against practices which might 
detract from the dignity and effec- 
tiveness of advertising. 


Gets Magazine Account 


B. Altman & Co., New York, has 
appointed McCann-Erickson, Inc., for 
magazine advertising. 


Returns to Profit Basis 

Van Raalte, Inc., earned net profit 
of $16,506 in 1931, compared with net 
loss of $96,435 in 1930. 


GRIM REAPER'S TOLL 


Harry E. Lesan 


Resor Contributes 
to Bernays Volume 
An estimate of advertising as a 
career, by Stanley Resor, president 
of the J. Walter Thompson Co., 
New York, will feature “An Out- 
line of Careers,” edited by Edward 
L. Bernays, and to be republished by 

Doubleday, Doran & Co. 
“Advertising is obviously a com- 


bination of business and the arts,” 
Mr. Resor will say. 


Culbertson Signed 


For Wrigley Program 


Ely Culbertson, bridge authority, 
will feature three weekly 15-minute 
broadcasts by the Wm. Wrigley, Jr., 
Co., Chicago, through the Frances 
Hooper Agency. 


Barriscale Goes East 


Richard Barriscale has left the 
Broadway Department Store, Los 
Angeles, to become advertising man- 
ager of the Kresge Department 
Store, Newark, N. J. He succeeds 
Joseph Friedman, resigned. 


Two More for Harlan 


The Jesse R. Harlan Co., Cincin- 
nati, has been appointed by the Cin- 
cinnati Mailing Device Co. and the 
United States Electrical Tool Co. 
Trade papers and direct mail will be 
used for both. 


Hicks’ New Work 


After six years as advertising 
manager of Manufacturers’ News, 
Chicago, M. D. Hicks has become 


manager of the merchandise promo- 
tion division of Standard Showcard 
Service, Chicago. 


Distributors to Meet 


The second annual convention of 


the Advertising Distributors of 
America will be held in Chicago 
July 7-9. 


Sell Iowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 


Color anyway _ you like it . . . one color 
and black in Daily or Sunday news sections 
- +.» four colors in Sunday Rotogravure 
section . . . four colors in Sunday Comic 


and Feature Sections 
Circulation exceeds 245,000 
Daily and 210,000 Sunday 
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DE VAUX STEALS 
MARCH ON FORD 
WITH NEW ‘80’ 


Grand Rapids, Mich., March 25.— 
Stepping into the spring drive for 
automotive business, which is rap- 
idly assuming proportions second 
only to those of the January auto 
show campaigns, the Continental- 
DeVaux Company will announce, 
April 1, through a national schedule 
of newspapers, the new DeVaux “80.” 

The DeVaux presentation is timed 
to steal a march on the long-awaited 
Ford announcement which now is 
promised by Dearborn plant officials 
for “sometime before April 9;” the 
General Motors National Motor 
Show, starting in 55 cities April 2, 
and the appearance of Walter P. 
Chrysler’s new Plymouth, scheduled 
for April 3. 

Six models will be built by DeVaux 
during the first month of production: 
a custom sedan, standard sedan, cus- 
tom coupe, sport coupe, standard 
coupe and a new convertible road- 
ster. 

Pre-campaign copy this week em- 
phasized the stability of the DeVaux 
organization, which recently became 
a subsidiary of Continental Motors 
Corp., Detroit. It also indicated the 
determination of DeVaux to bite off 
a slice of the field hitherto monopo 
lized by Ford and Chevrolet. 

Copy said the new Continental- 
DeVaux relationship means: 


Outline Policies 


a 
now 
than 


That the DeVaux motor car is 
backed by resources of more 
$28,000,000. 

“2. That the DeVaux owner is 
now assured of world-wide service 
facilities—including the convenient 
availability of genuine DeVaux parts 
—in line with Continental Motors’ 
time-tested policy of ‘continuous 
service after the product is sold.’ 

“3. That the splendid engineering 
laboratories and complete manufac- 
turing facilities of Continental Mo- 
tors—responsible for the famous 
‘Red Seal’ Continental Motor—will 
now contribute to building the ut- 
most value, performance, comfort, 
and vogue into the DeVaux automo- 
bile.” 

Copy concluded with the DeVaux 
version of the familiar automotive 
“wait” theme. 

“We urge you to hold off your de- 
cision regarding any purchase until 
you see and drive the new DeVaux 
80.” 

New dealers are being sought 
through a campaign in Automotive 
Daily News and Automotive Topics. 

James Houlihan, Inc., Grand Rap- 
ids agency, is in charge. 


J. M. Boyle Joins Daily 


J. Mora Boyle, formerly of the 
New York World, has been appoint- 
ed vice-president and director of ad- 
vertising of the Kansas City Journal- 
Post. 


Finds Collections Good 


Delinquent paper held by the Re- 
frigeration Discount Corp., financ- 
ing subsidiary of Kelvinator Corp., 
Detroit, amounts only to 33/100 of 
1 per cent. 


Buggein With Agency 

Robert F. Buggein, formerly of 
the advertising staff of the New 
York Sun. is now an account execu- 
tive of the Metropolitan Advertising 
Co., New York. 


Waters Quits McCreery 


Herbert S. Waters, sales and ad- 
vertising manager of James Mce- 
Creery & Co., New York, will leave 
May 15. Robert J. Powderly, his 
assistant, will succeed him. 


Stops Insurance Sales 


The Home Fire Insurance Co., 
New. York, has withdrawn from 
Oklahoma City because of the men- 
ace from oil drilling operations. 


Art Note 


New York, March 25.—Lewis 
W. Waters, vice-president in 
charge of research for General 
Foods Corp., has discovered 
that most scientific men who 
use microscopes do so with the 
left eye. 

Reason: They usually record 
their findings, keeping the right 
eye glued on the cryptic sym- 
bols being set down. 


NEWSPAPERS 
0. K. PAGE 1 
OF NEW FORM 


Chicago, March 25.—The first page 
of the revised newspaper form will 
be put into effect with publishers’ 
statements for Sept. 30, 1932, the 
Audit Bureau of Circulations an- 
nounced following its recent direc- 
tors’ meeting in New York. 

Virtually all newspaper publishers 
have approved the first page of the 
form. Criticism and suggestions re- 
lating to the other three pages are 
still in the hands of the board’s com- 
mittee. 


Italics indicate an amendment to 
Chapter B, Article 4, Section 5A, 
made by the board: 


“Where subscriptions for two or 
more publications are sold in combi- 
nation the prices for such combina- 
tion shall be the price of the highest 
priced publication plus not less than 
20 per cent of the combined prices 
of the other publications in the com- 
bination (either regular subscription 
prices or newsstand prices, according 
to which prices are quoted in the 
offer or used in making up the 
claimed total value of the offer) pro- 
vided that the price shall in no case 
be less than 50 per cent of the com- 
bined regular subscription prices.” 


New Members Elected 


The Pepperell Mfg. Co., Boston, 
was elected to advertiser member- 
ship. Election of the Columbus Eve- 
ning Dispatch was confirmed, and the 
following papers were elected and 
will be admitted to membership 
upon release of audit reports: 

Newspapers: Pottstown (Pa.) Mer- 
cury and Southbridge (Mass.) News. 

Magazines: Home and Field, Town 
and Country, and Radio Guide, all 
of New York; Rob Wagner’s Script, 
Beverly Hills, Cal. 

Business paper: 
neer, Tulsa, Okla. 

Weeklies: Greenwich (Conn.) 
Press and Greenwich News and 
Graphic. 

These papers have qualified after 
being elected to membership: L’Illus- 
tration, Montreal; California Broad- 
caster, Los Angeles; The Living 
Church, Milwaukee. 


Petroleum Engi- 


354,800 Copies Sold 


by “Sunday Times” 


S. E. Thomason, publisher of the 
Chicago Daily Illustrated Times, 
evening tabloid, which started a 
Sunday edition March 20, announced 
that the paid circulation of this issue 
was 354,800. 

This compares with about 200,000 
daily circulation. 


Will Scrap Presses 


Harris Seybold Potter Co., Cleve- 
land, has pledged itself to scrap any 
obsolete printing equipment taken in 
trade at its true value. 


Pittsburgh Plans Meet 


The Fifth Annual Advertising 
Exposition and Conference of the 
Pittsburgh Advertising Club will be 
held April 11-14. 


Discard Ice Laws 


The U. S. Supreme Court has set 
aside Oklahoma’s laws regulating 
manufacture and sale of ice, holding 
it to be a private business. 


PEPYS PRAISES 
KRAFT CHEESE, 
PRETTY WENCH 


Chicago, March 24.—In a _ whirl- 

wind, 12-week, introductory campaign 
on Creamed Old English cheese, 
Kraft-Phenix Cheese Corp. will use 
black and white pages in Time, The 
New Yorker and The Saturday Even- 
ing Post, color pages in The Amer- 
ican Weekly, and 360 to 1,000 lines 
once or twice a week in 98 newspa- 
pers in 60 cities. 
The advertising, which begins the 
second week in April, is placed 
through the Chicago office of the 
J. Walter Thompson Co. 


The new cheese will be presented 
by a new advertising character, an 
old English gentleman, unnamed 
but reminiscent of Pickwick, Pepys 
and Samuel Johnson rolled into one. 
The advertising pictures him trans- 
planted to present day scenes, and 
records his comments on Kraft Old 
English cheese and modern society 
in the quaint phraseology of Pepy’s 
diary. An example, which is fol- 


lowed by conventional text, reads: 

“Much vexed, I took my poor wife 
to the Smythe’s to dinner, and to 
play this strange game gentlemen 
call bridge. But lo, it was worth 
all the trouble. Mrs. S. did serve us 
with a Cheese that smacks so mer- 
rily on the tongue it put me in mind 
of my King’s England and my old 
Coffee House. 

“Not wishing to seem burly by 
commenting on the fare, I asked 
the Maid (a pretty wench) of it. 
She told me it is made by one Kraft. 
And right well it is called Creamed 
Old English.” 

Tied closely to the character of 
the advertising, the package shows 
an old English tavern and landscape 
in warm brown against a Devon 
blue background. The type used for 
the label and headlines of advertise- 
ments is also old English. 


Painters to Advertise 


The Connecticut Council of the In- 
ternational Society of Master Paint- 
ers and Decorators will spend $20,000 
for newspaper advertising, attacking 
the tendency to give painting work 
to novices. 


Philco Has Coast Agency 


Botsford, Constantine & Gardner, 
San Francisco, will place coast copy 
for Philco radios. F. Wallis Arm- 
strong continues in the rest of the 
country. 


PLAN AUDIT OF 
RADIO COVERAGE 


Chicago, March 25.—An audit of 
radio coverage is the unique project 
launched by the Radio Association 
of America, headed by S. Bernheimer. 
Radio stations will be asked to 
pay a large share of the cost, on 
the theory that they will profit most. 
A small monthly fee is charged 
agencies and others for the service. 

The “circulation” of radio stations 
will be ascertained “through a scien- 
tific formula which will be derived 
through a group of America’s out- 
standing radio engineers,” Mr. Bern- 
heimer said. Four radio stations 
have also agreed to co-operate. 

While the new organization will be 
devoted chiefly to coverage informa- 
tion, it will also provide sidelights, 
such as programs appearing over 
competitive stations at any given 
time. 

The Radio Association of America 
has opened a New York office. 


Artists Have Branch 


Ellsworth Smith & Co. Minne- 
apolis artists, have opened a St. Paul 
branch, with C. C. Smith in charge. 
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The Daily News Building 
New York City 


nated pit. 


progress and looking-ahead. 


Experimental Kitchen 


potential products. 


Class Conference Room 


'T 


iw taking a new business home, we have several 
new and definite things in mind. In the first 
place we consolidate our separate offices at 49th 
and 57th Streets and are thereby enabled to in- 
crease our services through combined effort. We 
are also planting ourselves in the vortex of adver- 
tising and publishing New York, establishing 
easier contacts with both sources and customers. 
The Daily News Building is one of the city’s 
finest and most distinctive. Its lobby is especially 
noteworthy and unforgettable with its great re- 
volving terrestrial globe set in the center illumi- 


On the fourth floor is the New York Museum 
of Science and Industry, containing complete rec- 
ords, models and specimens of man’s greatest ac- 
complishments in specialized knowledge and ma- 
chinery. The whole atmosphere, we feel, is one of 


Our increased facilities will include: 


In this assembly hall, capable of seating 150 per- 
sons, lectures and courses of instruction in institu- 
tional subjects will be given regularly by prominent 
guest speakers and instructors from the hotel and 
restaurant world. It will be available for discus- 


AFTER MARCH 25TH, 


222 East 42nd Street 
New York City 


EXPERIMENT! 


KITCHEN 


CLASS MUSEUM 


CONFERENCE 


ROOM 


GALLERY “ 
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information. 


company. 


A complete kitchen where institutional foods 
and kindred products can be tested under actual 
operating conditions for practicability and market- 
ability in the hotel, restaurant and institutional 
field. This will be under the supervision of well 
known practical restaurant men whose experience 
and ability enable them to give reliable verdicts on 


We cordially invite you to inspect our new 
place of business. If you can’t, we hope you 
are able to distinguish an enlarged and more 
efficient service in your contacts with our 


NINTH 
FLOOR 


sional meetings and other gatherings, either ar- 
ranged or impromptu. 


Museum Gallery 


A project is already under way to collect inter- 
esting objects pertaining to the advance of the 
hotel and restaurant business through the years; 
together with outstanding present-day achieve- 
ments. These will be permanently housed in the 
museum gallery as historical records and sources 
of information to everyone interested. 

These are the highlights of our new quarters, 
though there are other new features, including 
office facilities for visiting hotel and restaurant 
men and a new Travel Bureau designed to further 
American travel and dispense all kinds of travel 


AHRENS PUBLISHIN 
COMPANY, INCORPORATED 


222 East 42nd Street - - - - 
333 N. Michigan Avenue - - - - 


BLANCHARD 


New York, N. Y. 
Chicago, Il. 


COLEMAN 


NICHOLS .- - 


Atlanta - Los Angeles - San Francisco - Seattle 


HOTEL MANAGEMENT 
HOTEL WORLD-REVIEW 
RESTAURANT MANAGEMENT 
INSTITUTIONAL JOBBER 


GEHRING TRAVEL GUIDE 
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ADVERTISING AGE 


March 26, 1932 


Coming 
Conventions 


April 11-15. Manufacturers Mer- 
chandise Advertising Association in 
Chicago. 


April 14-15. Fifteenth annual meet: 
ing American Association of Adver- 
tising Agencies in Washington, D. C. 

April 27-29. Annual meeting Amer- 
ican Newspaper Publishers’ Associa- 
tion in New York. 

May 4-6. Annual convention Na- 
tional Foreign Trade Association in 
Hawaii. 

May 4-9. Advertising Achievement 
Week on Pacific Coast. 

May 8-11. Southern Display Men’s 
Assn. at Louisville, Ky. 

May 13-14. Annual meeting of Ad- 
vertising Affiliation in Cleveland. 

May 16-18. Annual meeting Na- 
tional Industrial Advertisers’ Associa- 
tion in Cleveland. 


May 19-21. Semi-annual meeting 
of Association of National Advertis- 
ers at Cincinnati, O. 

June 6-9. International Associa- 
tion of Display Men in Chicago. 

June 19-23. Annual convention Ad- 
vertising Federation of America at 
the Waldorf-Astoria, New York. 

July 5-9. Annual meeting Pacific 
Advertising Clubs Association at Van- 
couver, B. C. 

July 7-9. Second annual conven- 
tion Advertising Distributors of 
America at Hotel Stevens, Chicago. 

July 18-20. Annual convention 
Southern Newspaper Publishers As- 
sociation at Asheville, N. C. 

July 19-21. Annual meeting Na- 
tional Editorial Assn. starts at San 
Francisco, then moving to Los An- 
geles. 

Sept. 12-15. Annual meeting Fi- 
nancial Advertisers Association in 
Chicago. 


Becomes “The Monitor’ 
New Menace, Aurora, Mo., has 


changed its name to The Mozitor, 
reducing rates to 40 cents a line. 


You Can Reach 


MILWAUKEE’S Peak 
Traffic Area Every Day ae 


- » - With over 150 super ‘‘High Spot’’ outdoor poster 
locations in the heart of the down-town shopping, 
hotel and theatre district . . . where over 570,000 
able-to-buy persons enter and leave every day. Out- 


No Other Medium 
ls Needed to Cover 
MILWAUKEE 


Milwaukee 


door posters wherever people go, wherever they 


| CREAM CITY OUTDOOR ADV. CO. 


f/ 


turn... the only way the 
advertiser can reach this 
purchase-minded circula- 
tion. Why not use Milwau- 
kee for your “test market”? 


Wisconsin 


» 4 


$1 a Year. 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 


Se oe ae ee oe er | 


Company 


Street No. 


| Advertising Age 
publishes the 
news while 

it’s news 


USE THE COUPON 


.52 Issues 
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ROBERTS TELLS 
BROADCASTING 
EXPERIENCES 


Chicago, March 24.—Harlow P. 
Roberts, advertising manager of 
the Pepsodent Company, sponsors of 
Amos ‘n’ Andy and the Goldbergs, 
defended advertisers from the charge 
of using too much advertising ma- 
terial in their broadcasts in ad- 
dressing the Chicago Advertising 
Council today. 

“Much of the criticism of exces- 
sive advertising content of programs 
is the fault of local stations,” Mr. 
Roberts asserted. “As far as na- 
tional advertisers are concerned, the 
amount of advertising has been re- 
duced to the minimum consistent 
with obtaining adequate sales.” 

In describing Pepsodent  broad- 
casts as “immensely successful,” Mr. 
Roberts said much of the credit 
should go to Bill Hay, WMAQ an- 
nouncer. 

“The radio announcer is your 
salesman,” he went on. “If he 
doesn’t put over the message, the 
product doesn’t sell.” , 

Mr. Roberts explained that radio 
efforts of his company are judged 
entirely in terms of sales. 

Checking Program 

He told how the Goldbergs pro- 
gram was checked for popularity. 
After it had run for a time, the com- 
pany made a frank announcement, 
explaining that it was a commercial 
program, and could be continued 
only if the public responded by pur- 
chase of the product. 

Listeners who wanted the feature 
continued were asked to vote by 
sending in a carton. A gift was of- 
fered to each person replying, and 
the results were so great that it 
took two months to send out the 
gifts. 

“T have learned more about psy- 
chology since handling radio pro- 
grams than ever before,” said Mr. 
Roberts, “but I have quit trying to 
understand how the human mind 
works. Some peculiar reactions fol- 
low the Amos ’n’ Andy programs; 
for example, 200 dollar-bills were 
sent in to open savings accounts 
when Andy and the Kingfish started 
a savings bank.” 

Another peculiar thing is that 90 
per cent of the listeners to the Gold- 
bergs, who represent Jewish life, 
are Gentiles. 

Mr. Roberts told of the pioneering 
by Pepsodent in getting every-night 
programs on the, air, and using 15- 
minute broadcasts. Neither of these 
ideas had ever been used, and it 
took nine months to work out all 
the kinks. 

“The original plan was to broad- 
cast Amos ’n’ Andy at 10 p. m., cen- 
tral standard time,” he continued. 
“This made it 11 o’clock in the East. 
To get a better time we changed to 
7 p. m. Eastern time, but this was 
a bad time for the Middle West, 6 
o’clock. The West simply revolted. 
No other word describes it. We got 
petitions some containing as many 
as 25,000 names, asking us to restore 
the old time. The double broadcast 
is the result.” 

Mr. Roberts attributed the im- 
mense success of Amos ’n’ Andy to 
the fact that they are human, every- 
day, lovable characters, in whom 
everybody recognizes familiar fea- 
tures. 


Difference in Mediums 

In contrasting radio with publica- 
tion advertising, Mr. Roberts pointed 
out that in the case of a publica- 
tion, reader interest has already 
been created for the advertiser; in 
the case of radio, he must create it 
all by himself. 

“If you don’t give the public what 
it wants in radio entertainment,” he 
said, “they won’t listen.” 

He summarized the Pepsodent ex- 
perience by saying the radio adver- 
tiser cannot step in and step out of 
broadcasting, but must have courage 
to establish an objective and then 
carry on until it is reached. 

Benjamin Soby, of the Westing- 
house Stations, Pittsburgh,  dis- 


cussed establishment of a yard-stick 


Ty see 
ows 


LEAVES WESTINGHOUSE 


Benjamin Soby, who addressed the 
Chicago Council March 24, has 
resigned, effective April |, as pro- 
motion manager for Westinghouse 


radio stations. N. B. C. is now 
handling the commercial end of 
these stations for Westinghouse. 


of measurement of radio audiences 
as a means of eliminating ballyhoo. 

Westinghouse uses the census fig- 
ures on set distribution and the 
Crossley survey figures of 3.1 as the 
average audience per radio set, with 
73 per cent as the average number 
of sets tuned in daily. Field sur- 
veys determine the stations listened 
to and programs actually heard. 
These figures are broken down to 
show which stations and programs 
are getting the listeners in each of 
the trading areas represented in the 
mail received by the station. 

“The map showing radio audience 
distribution,” he said, “looks like a 
fried egg, with the heavy distribu- 
tion focused in the center and spread- 
ing out from that focus in all direc- 
tions.” 

The meeting was under the aus- 
pices of the radio departmental of 
the Advertising Council, of which 
Morgan Eastman, of the National 
Broadcasting Company, is chairman. 


New Process 
Cuts Cost of 
Poster Tests 


Milwaukee, Wis., March 25.—The 
demand for short-run posters, which 
can be used by the advertiser re- 
quiring a limited posting display 
service, has caused the Cream City 
Outdoor Advertising Company to de- 
velop the multi-color 24-sheet poster 
for use in quantities of from ten to 
several hundred. 

“For a great many years,” ex- 
plained E. J. Alfery, of the Cream 
City organization, “the problem of 
producing a moderate quantity of 24- 
sheet posters kept many advertisers 
who wished to test outdoor advertis- 
ing in a modest way from doing so. 

“Lithographed posters in quantity 
can be produced economically, but 
the cost of a run of 24-sheets for use 
in but one market, for test purposes, 
was often prohibitive. The multi- 
color process eliminates this objec- 
tion.” 


Macy Chain Buys 
“Yonkers Herald” 


Westchester County Publishers, 
Inc., has bought the Yonkers (N. Y.) 
Herald and combined it with the 
Yonkers Statesman as the Yonkers 
Herald Statesman. 

The organization, headed by J. Noel 
Macy, publishes seven dailies and six 
weeklies in the county. 


Sears in Dayton 
Sears, Roebuck & Co., Chicago, will 
open a modified department store 
in Dayton, O., April 1 in its expan- 
sion program. 


McKinney Works Harder 


F. H. McKinney, advertising man- 
ager of the Packard Motor Car Co., 
Detroit, also heads the newly created 


sales promotion department. 


%7 an 


Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, $2. 


SERVICES 


THE YOUNGSTOWN LETTER 
SHOP, 305 Lerner Bldg., Youngs- 
town, O.: Phone 3-6257. Direct Mail 
Specialists of Reliability and Expe- 
rience. 


POSITION WANTED 


Man, eighteen years’ association so- 
liciting advertising for one of the 
largest publishers in the West has 
naturally given me an intimate re- 
lationship with practically all na- 
tional advertisers and advertising 
agencies. I am now seeking a con- 
nection with a publisher or with a 
publisher’s representative. Can give 
the best of references, regarding my 
ability. Box 130, ADVERTISING AGE, 
Chicago. 


Fosters Argentine A. B. C. 


Arthur C. Farlow, of the Buenos 
Aires office of the J. Walter Thomp- 
son Co., is in the United States. He 
hopes to form an Audit Bureau of 
Circulations in the Argentine. 


Eichelberg Wins Tourney 


Wilbur Eichelberg took low net 
honors from a field of 56 in the open- 
ing tournament of the San Francisco 
Advertising Golf Association last 
week. The next tournament will be 
held April 14 at Lakeside. 


Norris Hill Moves 


A. J. Norris Hill Co., publishers’ 
representative, has occupied larger 
offices in the Call Bldg., San Fran- 
cisco. 


LITHOGRAPHERS 


Specializing 
in Wind OWand 


store display 
adverfising 


EINSON 
FREEMAN 
CO., INC. 


NEW YORK, N. Y. 
Starr & Borden Aves. 
Long Island City 
BOSTON, MASS. 

302 Park Square Bldg. 
CHICAGO, ILL. 
Wrigley Building 


“$ So Convenient 


for advertising men that 
they are near the job as 
they crawl out of bed. 

e 


Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. 

& 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 
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Advertising Age Subscribers Represent 
The Backbone of the National Advertising Field © 


In Chicago, for Instance .. . 


Here are just a few of the nearly 1000 paid subscribers of 


Alemite Corporation 

Armour & Co. 

Acme Steel Co. 

Atchison, Topeka & Santa Fe Ry. 
Aubrey & Moore, Inc. 

Atlas Brewing Co. 

Austin-Western Road Machinery Co. 
Autopoint Co. 

Anabolic Food Products, Inc. 
Armour Fertilizer Works 

American Walnut Manufacturers’ Assn. 
Batten, Barton, Durstine & Osborn, Inc. 
Book House for Children 

Thomas M. Bowers Advertising Agency 
Brinckerhoff, Inc. 

E. H. Brown Advertising Agency 
Buchen Co. 

Bunte Bros. 
Brunswick-Balke-Collender Co. 

Bauer & Black 

Behel & Harvey, Inc. 

Borden's Farm Products Co. 
Brilliant Searchlight Mfg. Co. 
Blackstone Institute 
Blackett-Sample-Hummert, Inc. 

F. W. Bond Co. 

Brant Advertising Agency 

James B. Clow & Sons 

Critchfield & Co. 

Chicago Bridge & Iron Works 
Cracker-Jack Co. 

Campbell-Ewald Co. 

Cudahy Packing Co. 

Commercial Art Advertising Agency 
Creamery Package Mfg. Co. 

Curtis Lighting Co. 

Calumet Steel Co. 

Continental Illinois Bank & Trust Co. 
Chicago Belting Co. 
Colgate-Palmolive-Peet Co. 

Conover 

Century of Progress Exposition 
David H. Colcord, Inc. 

Club Aluminum Co. 

Drying Systems, Inc. 

Doremus & 

Ditto, Inc. 

Dudley Lock Co. 

Diamond-T Motor Car Co. 

Dole Valve Co. 

Erwin, Wasey & Co. 

Edison General Electric Appliance Co. 
Enoz Chemical 

Excelsior Motor Mfg. Co. 

Evans Associates 

Federal Cement Tile Co. 

First National Bank 

Charles Daniel Frey Company 

Flash Sales Corporation 

Fensholt & Allbright 


Advertising Age in Chicago alone: 


Ferry-Hanly Advertising Co. 
Albert Frank & Co. 

Paul A. Florian Co. 

Marshall Field & Co. 

Faxon, Inc. 

Fairbanks, Morse & Co. 

Freitag Advertising Agency 
Formfit Company 

Green, Fulton, Cunningham, Inc. 
Ellis T. Gash Company 

General Electric X-Ray Corporation 
Phil Gordon Agency 

Russell T. Gray, Inc. 

Gundlach Advertising Agency 
Gale & Pietsch, Inc. 

Gilbert & Bennett Mfg. Co. 
Goodrich Transit Co. 
Grigsby-Grunow Co. 

Haskelite Mfg. Corporation 
Hump Hairpin Mfg. Co. 

E. J. Heimer, Advertising 

J. R. Hamilton Adv. Agency 
Hewett-Crouse Advertising Co. 
International Typewriter Exchange 
International Harvester Co. 
Julius, Glidden, Chase & Hooker, Inc. 
Hurja-Johnson-Huwen, Inc. 
Henri, Hurst & McDonald, Inc. 
Halsey, Stuart & Co. 

Hammond Clock Co. 

Hindu Incense Mfg. Co. 
Household Finance Co. 

Johnson, Read & Co. 

W. A. Jones Foundry & Machine Co. 
H. Kohnstamm & Co., Inc. 
Kalman Steel Co. 

Kellogg Switchboard & Supply Co. 
Kotex Co. 

H. W. Kastor & Sons Adv. Co. 
Kraft-Phenix Cheese Co. 

Kester Solder Co. 

Knickerbocker Case Co. 

S. Karpen & Bros. 

Lord & Thomas and Logan 

Earle Ludgin, Inc. 

Loftis Bros. 

Libby, McNeill & Libby, Inc. 
LaSalle Extension University 

H. E. Lesan Co, 

Link-Belt Co. 

M. Glen Miller, Advertising 
McJunkin Advertising Co. 
Morris, Mann & Reilly 

Middle West Utilities Co. 
Carroll Dean Murphy, Inc. 
Munsingwear Corp. 

Mitchell, Faust, Dickson & Wieland, Inc 
C. Wendel Muench & Co. 
Mickelberry Food Products Co. 


Morton Salt Co. 

Philip Morris, Advertising 
Masonite 

National Association of Ice Industries 
Needham, Louis & Brorby, Inc. 
National Dairy Council 

Nachman Spring-Filled Corp. 
Orange-Crush Co. 

C. J. Ollendorf Co. 

Albert Pick-Barth Co. 

Premier Malt Sales Co. 

C. F. Pease Co. 

Price Flavoring Extract Co. 
Parisian Novelty Co. 

Pepsodent Co. 

Harry C. Phipps Co. 

Pure Oil Co. 

Perfection Gear Co. 

Peck & Hills Furniture Co. 
Public Service Co. of Northern Illinois 
Quaker Mfg. Co. 

Rogers-Gano Advertising Agency 
Wm. H. Rankin Company 

Jos. T. Ryerson & Son, Inc: ~ 
Reincke-Ellis Co. 

Rit Products Corporation 

Roche Advertising Co. 

Ruthrauff & Ryan, Inc. 

Simmons Co. 


Seng Co. 

Silver-Marshall, Inc. 

Swift & Co. 

Sears, Roebuck & Co. 
Shepard Advertising Agency 
J. L. Sugden Adv. Co. 
Stack-Goble Advertising Agency 
Sullivan Machinery Co. 

A. Stein & Co. 

R. W. Sayre Co. 

Edwin B. Self Co. 

Charles M. Sloan Adv. Agency 
Standard Oil Co. (Indiana) 
Steel Sales Corp. 

Teletype Corporation 

J. Walter Thompson Co. 
Tablet & Ticket Co. 

United States Advertising Corporation 
Wilson-Jones Co. 

Wizard, Inc. 

Williams & Cunnyngham 
Wahl Co. 

Montgomery Ward & Co. 
Walgreen Co 

Weil-McLain Co. 

Watson Adv. Agency 
Wander Co. 

Western Company 

Edw. Bird Wilson, Inc. 
Wade Advertising Agency 
Young & Rubicam, Inc. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


537 S. Dearborn St. 
Chicago 


Graybar Building 
New York 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


WHAT THE DASHING ADVERTISING MAN WORE FOR MOTORING TWENTY-TWO YEARS AGO 
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ARGUMENT FOR EXPENSIVE CIGARETTE U. P. BOOK 


Ordinary 
Cigarettes Marlboros 
Here's how You pay $.15 $.20 
t k t U. S. Tax takes .06 .06 
it works out: feo 8.14 


Te get a 55% 
margin of safety and satis- 


faction for an extra nickel in 


MARLBORO 


menicas. finest ciganelle 


Marlboro is turning the tobacco tax to advantage in a test campaign _ Kill two birds with one stone. (Story 
in New York. on Page 6). 


HOW TO DISILLUSION SUITORS—AS TOLD BY BLUE JAY 


7 


oe : 


Story on Page 6 
GEM TIES UP WITH MAGAZINE COVER 


= I'S 


5 . — c / 
, THING. 
.. eeousteale 
was 8° 


ew 


GEM =>» BLADES 


Federal Advertising Agency, New York, gave Gem blades a tie-up with 
the front cover of the March 26 Collier's. The Gem copy occupied the 


By DAMON RUNYON 


Corns are the arch-enemy of wedding bells, the new corn plaster campaign asserts. 
(Story on Page 6.) second cover. Beall illustrated both pages. 
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The scene is the convention of the Advertising Affiliation Association—the place, Detroit—the time, June 27, 1910. John L. Wierengo, Grand 
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Rapids agent, ran across this picture in his files, sighed, and passed it on. 
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